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Course purpose and 
objecƟves 

This course provides students with a comprehensive understanding of how 
to navigate and succeed in the global market. It covers key concepts such 
as market entry strategies, cultural influences on consumer behavior, and 
the adaptaƟon of the markeƟng mix at the internaƟonal level. Students will 
learn how to analyze global business environments, assess opportuniƟes, 
and manage risks associated with internaƟonal expansion. The course 
explores topics such as global branding, intercultural communicaƟon, and 
the impact of economic and poliƟcal factors on markeƟng strategies. 
Through case studies and projects, students will develop the skills necessary 
to create markeƟng strategies tailored to different internaƟonal 
environments, aligning them with broader business objecƟves. By the end 
of the course, students will be equipped to design and implement effecƟve 
markeƟng strategies that drive success in a globalized economy. 

Learning outcomes 

AŌer compleƟon of the course students are expected to be able to: 

1. Explain the key characterisƟcs and major dimensions of the internaƟonal 
markeƟng environment. 

2. UƟlise and apply the basic principles and concepts of internaƟonal 
markeƟng and the internaƟonal environment. 

3. UƟlize global informaƟon systems to conduct market research 
internaƟonally. 

4. Describe and demonstrate the markeƟng processes related to 
segmentaƟon, targeƟng, posiƟoning for products marketed in foreign 
countries. 

5. Understand the forces affecƟng imporƟng, exporƟng and sourcing 
decisions. 

6. Evaluate and implement various global market entry strategies. 
7. Design markeƟng mix for global companies differenƟated by industries, 

company types, compeƟƟve levels and levels of economic development. 



8. Explain the cultural and ethical issues faced by global marketers. 

Prerequisites MKTG-292 Required X 

Course content 

IntroducƟon to Global MarkeƟng 

 InternaƟonal markeƟng involves the performance of business 
acƟviƟes designed to plan, price, promote and direct the flow of 
a company’s goods/services to consumers in more than one 
naƟon for a profit. Forces affecƟng global markeƟng are 
analysed, standardizaƟon and adaptaƟon are discussed.    

The Global Economic Environment 

 The Global Economic Environment is the foundaƟon of growth. 
Economic environments are plaƞorms where individuals trade 
goods, services, and money to grow their separate wealth. This 
in turn grows the general wealth of the environment. 

The PoliƟcal, Legal and regulatory Environments.  

 Understanding the elements of a country’s poliƟcal, legal and 
regulatory environments are essenƟal in global markeƟng 
acƟviƟes. 

Social and Cultural Environments 

 Having an understanding of the culture can actually become a 
firm’s compeƟƟve advantage. To do this we must overcome our 
prejudices that are a natural result of the human tendency 
toward ethnocentricity. Cultural factors challenge global 
marketers because many are hidden from view. In order to do 
this, the chapter will look at culture from several different 
conceptual. 

The Global Trade Environment 

 Types of trade barriers are described, types and benefits of 
economic integraƟon are analysed.  

SegmentaƟon, TargeƟng and PosiƟoning 

 Global market segmentaƟon is based on the premise that 
companies should aƩempt to idenƟfy consumers in different 
countries who share similar needs and desires. 

Global Market-Entry Strategies: Licensing, Investment, and Strategic 
Alliances 



 Licensing, franchising, contract manufacturing, joint venture, 
wholly owned subsidiaries and cross-border strategic alliances 
are presented, decision criteria for mode of entry are discussed.  

Global MarkeƟng CommunicaƟon Decisions 

 A global company possesses a criƟcal markeƟng advantage with 
respect to markeƟng communicaƟons: It has the opportunity to 
successfully transform a domesƟc adverƟsing campaign into a 
worldwide one. AlternaƟvely, it can create a new global 
campaign from the ground up. The search for a global 
adverƟsing campaign should bring together key company and ad 
agency personnel to share informaƟon, insights, and experience. 

Brand and Product Decisions in Global MarkeƟng 

 The product “P” of the markeƟng mix is at the heart of the 
challenges and opportuniƟes facing global companies today: 
Management must develop product and brand policies and 
strategies that are sensiƟve to market needs, compeƟƟon, and 
company ambiƟons and resources on a global scale. 

Pricing 

 Generally speaking, internaƟonal trade results in lower prices for 
goods. Lower prices, in  turn,  help keep a country’s rate of 
inflaƟon in check. In a true global market, the law of one price        
would prevail: All customers in the market could get the best 
product available for the best price. 

Global MarkeƟng Channels and Physical DistribuƟon 

 Although channels for consumer products and industrial 
products are similar, there are also some disƟnct differences. In 
business-to-consumer markeƟng (b-to-c or B2C), consumer 
channels are designed to put products in the hands of people for 
their own use; as parƟcipants in a process known as business to-
business markeƟng (b-to-b or B2B), industrial channels deliver 
products to manufacturers or other types of organizaƟons that 
use them as inputs in the producƟon process or in day-to-day 
operaƟons. 

Strategic Elements of CompeƟƟve Advantage 

 In any industry, compeƟƟon works to drive down the rate of 
return on invested capital toward the rate that would be earned 
in the economist’s “perfectly compeƟƟve” industry. Rates of 
return that are greater than this so-called compeƟƟve rate will 
sƟmulate an inflow of capital either from new entrants or from 
exisƟng compeƟtors making addiƟonal investment. Rates of 



return below this compeƟƟve rate will result in withdrawal from 
the industry and a decline in the levels of acƟvity and 
compeƟƟon. 

ImporƟng, ExporƟng and Sourcing 

 Issues related to imporƟng, exporƟng and sourcing are discussed, 
naƟonal policies and tariff systems are described and decision-
making factors are analysed. 

Teaching 
methodology 

Lectures, Study & Analysis of bibliography, Project, Essay WriƟng, 
InteracƟve Teaching. 
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Assessment Midterm Exam, Final Exam, Class Workshops, Project, Class ParƟcipaƟon. 

Language English 

 

 


